Abstract-
coffee (establishment where music is played), Irish coffee (with cream and whiskey), among others. These last definitions have characteristics that are related to social places or with a defined habit of consumption (Real Academia Española, 2017). Sociology, anthropology, and epidemiology are the sciences that have contributed most to the development of the concept of lifestyles. These sciences define lifestyles as group behavior patterns. Behavioral patterns have a strong influence on the social structure. Lifestyles are composed of habitual reactions and patterns learned in the processes of socialization. The learning is done with parents, classmates, friends, and siblings or by the influence of the school and the media. The learnings are interpreted and applied in diverse social situations. Lifestyles are not fixed, but they present constant changes (Álvarez, L., 2012) . Digital and online innovation is essential in technological change in companies and society. Social networks are alternatives of supply and demand in the digital market. These social networks serve to develop customer loyalty strategies in digital marketing. The most representative social networks are Facebook, YouTube, Twitter, and Instagram. (Quevedo Tacha, P. A., 2017). "Consumption habits" is a compound word. Its concept is composed of the words "habit" and "consume." The RAE defines "habit" as a special way of proceeding or behaving acquired by repetition of equal or similar acts or originated by inherent tendencies. The same RAE defines "consume" as Using groceries or other goods to satisfy needs or desires. Therefore, consumer habits are unique ways of behaving when using a good. The good has the objective of satisfying needs and desires. These decisions are repeated equally or similarly. Marketing helps individuals get what they need and want. This help is made through the creation and exchange of products and values. The relations of creation and exchange of value are studied in disciplines such as psychology, neuromarketing, and behaviorism (models of consumer behavior). These models seek to understand what happens in the conscience of the buyer. The buyer's conscience influences the decision to acquire a product or a service. Thus, consumer behavior defines the marketing mix. The marketing mix seeks to position products in the minds of consumers. For example, marketing decisions can be oriented towards design, production volume, distribution, and location. Brain processes explain the behaviors and decision making of consumers. In this way, marketers can make marketing decisions based on consumer behavior. (Torrez, R. et al., 2017; Victoria K. Wells, 2014) The mass media are a way of transmitting marketing strategies. Television is an essential means of communication. Among others, the advertisements that are transmitted corresponding to the food sector. Not all foods and beverages are considered healthy. However, the content of 'healthy' food advertisements may encourage individuals to build their concept of healthy eating. The changes in diet are associated with the expectation of a modern and "Americanized" diet. This induced perception contributes to the development of health problems. The Caribbean and the Antilles are an example of the trends of diseases related to diet. The most common diseases are diabetes, obesity, hypertension and heart disease. There are also intertwined ecological, economic and social changes that hinder access to a local source of healthy protein (del Castillo, J. A. G., & Sánchez, C. L., 2017, López-Briones Reverte, C., 2017, Paddock, J. R., 2017). Cultural aspects are essential to know the elements to which people assign value. Cultural transformation implies that new generations build urban culture and lifestyles. These constructions are made from new practices, representations, and imaginaries about their place of residence and the patrimonial.
These representations hinder the homogenization of culture and consumption. Cultural aspects are linked to myth. The myth is a semiological system. Semiology is a tripartite relationship between the signifier the meaning and the symbol. Relationships are a communication system that does not necessarily imply a human being as a sender but as a receiver. Authentic visions are semiological. Thus, myth is a mode of meaning. It is composed of a three-dimensional scheme. The three dimensions are the signifier, the meaning and the sign (Myth). The signifier has sensorial reality (the senses capture it). The meaning is determined by the concept. The concept is built based on history (learning). The sign is the union of the signifier and the meaning. The sign is the myth (Matus, C., 2017, Rapaille, C., 2007, Eco, U., 2016, ZeindPalafox, E., 2017, Barthes, R., 2010). The objective of this article is to show the relationship that exists between lifestyles and coffee consumption habits. This relationship builds a coffee myth. The myth of the inhabitants of the municipalities of Zongolica, Tehuipango, and Orizaba is studied.
II. BACKGROUND 1. The context of coffee consumption. Coffee is a favorite product and is marketed internationally. Coffee consumption is increasing in the world. Many people consume more than one cup of coffee per day. It is common to have a favorite type of coffee associated with a specific context. The coffee drink has individual sensory characteristics. Also, it is a stimulant due to the caffeine it has. Some research shows that lifestyles cause an increase in the consumption of high-quality coffee. The first wave refers to the way to prepare the drink. The preparation can be soluble, milled or with milk (and its variants). The first wave is socially framed at the end of World War II. The coffee industry privileged the volume of production and low prices. The first stage ends in 1989 in Mexico. Arabica coffee was produced under the classification of "conventional." The International Coffee Organization regulated commercialization. The New York Stock Exchange set the price of coffee in the category of "commodities." Mexican coffee had a lower price due to "poor quality" (Escamilla-Prado, E., Landeros-Sánchez, C., 2016). The second wave is contextualized in the European industrial revolution. It is characterized by the creation of espresso extraction machines. The espresso machines led to the creation of coffee shops. The cafeterias motivated the distinction of "conventional" and "specialty" coffee. The second wave of coffee appears in Mexico from 1990 to 2010. The way coffee is produced changes. Coffee goes from conventional production to organic production. Coffee gets certifications by particular attributes. The attributes were: organic, fair, friendly with the birds, seal of small producers and sustainable. The coffee grower organizations were incorporated into these forms of production. The leading organizations that participated were from Oaxaca and Chiapas. There is a relationship between the attributes of the packaging and the decision to purchase independent brands in the coffee category. Independent brands compete with leading brands. The visual attributes of packaging can influence the buyer for their choice between leading or independent brands. In the visual attributes of the package, the psychology of the color can influence the purchase preference (Escamilla-Prado, E., Landeros-Sánchez, C., 2016, Aranda, P. A. L., 2017, Rincón Ruiz, C. P., 2017). Finally, the third wave is characterized by the conscience of the consumer. It assigns importance to the impact of coffee in different dimensions. The dimensions are mainly considered as social, environmental, health and "art" aspects in preparation. The third wave of coffee appears in Mexico as of 2010. Coffee is produced in micro-lots. The lots are formed in quantities of 20 to 150 bags. The coffee drink has extraordinary properties. Coffee is considered a specialty. The baristas and roasters contributed to the formation of the third stage. Current US customers helped the introduction of specialty coffee to different markets (Escamilla-Prado, E., Landeros-Sánchez, C., 2016).
3. Assessment of coffee consumption. The assessment of coffee consumption can be approached from the following aspects: 1) preference of the context; 2) physiological sensitivity to caffeine; 3) symbolic attributes. With e-commerce, it can buy premium products. Social status is a privilege derived from the consumption of premium products. The perception of coffee depends on the context. However, the willingness of consumers to acquire products with ethical attributes does not always translate into real purchases. One cause of this result is the consumer's lack of credibility that the product has ethical attributes. Some current perceptions are: coffee is a beverage that accompanies it to close the most important business of life. Coffee can help to feel better; coffee helps live with the people in harmony, coffee is a social network without ICTs 
III.
RESEARCH METHODOLOGY Myths are convictions that people have about a specific topic. These convictions depend on the perception that people have of the phenomenon in question. Perception is based on processes of experience, culture, and learning. Thus, myths are the appropriate sociological tool for studying the behavior of coffee consumers. The structure proposed by Roland Barthes is used to study the myth of coffee that consumers have. The author proposes a system of three elements: Meaningful (symbol), Meaning, Myth. In the present study, the signifier is approached with the study of consumption habits. The meaning is studied with the lifestyles of people ( The technique of application of the questionnaire was the interview. The statistical tests that were used were the Central Limit Theorem, Vertical Pearson Correlation, Frequency Distribution and Chi-square. 
IV. RESULT AND DISCUSSION
The data showed a normal distribution based on the Central Limit Theorem. There was a variation of 0.14 only in the straight average of the general database (Table 1) . The coffee I drink is covered with chocolate chips/whipped cream/ice cream-CORRELATED WITH-The coffee I drink is Latte. 0.81 -CH1m -CH1l
The coffee I drink is covered with chocolate chips/whipped cream/ice cream-CORRELATED WITH-The coffee I drink has another added flavor.
-CH2c -CH1m
When I drink coffee I accompany it with pastry/cake-CORRELATED WITH-The coffee I drink is covered with chocolate chips/whipped cream/ice cream. 0.72 -CH4e -CH1k
The way to prepare the coffee I drink is in capsule coffee machine-CORRELATED WITH-The coffee I drink is Latte. 0.78 -CH4e -CH4d
The way to prepare the coffee I drink is in capsule coffee machine-CORRELATED WITH-The best place where I drink coffee is in Cafes. 0.7 -CH6c -CH4b
The people I drink coffee with is family-CORRELATED WITH-The best place where I drink coffee is at Home. 0.83 -CH7b -CH4a I drink coffee when I move-CORRELATED WITH-The best place where I drink coffee is when I move.
Lifestyle (LS) 0.7 -LS13c -LS11
The social network that I use the most is Whatsapp-CORRELATED WITH-I take care of my image. 0.77 -LS13c -LS12b
The social network that I use the most is Page | 1116 Table 3 shows the level of sensitivity of the variables with the Chi-square analysis. With the tables and figures that are shown, it is possible to make inferences based on the study variables. The first analysis corresponds to coffee consumption habits. Consumers drink coffee practically all day, however, prefer to drink it more often in the evenings and nights. The home is the favorite place to drink coffee with family members. People usually rest when they drink coffee. The characteristics of the drink are black coffee, hot, light and naturally sweetened. People prefer to accompany coffee with sweet bread and cookies. The coffee is prepared mainly soluble, in coffee pots ground and boiled in a pot. The second analysis is related to the lifestyle of people. Individuals spend most of their time at work or school. The time of transfer from their homes to their work/school is short. Most people live with their families and do not have the main economic responsibility in their homes. People usually eat outside the home and at the same time perform other activities. Individuals do not know the nutritional value of their food, but the origin of production. The price and the brand constitute relevant elements in the decisions of purchase and consumption. Individuals give value to the care of the personal image. The roots of the traditions and culture of the region show heterogeneity in the population. WhatsApp is the most used social network. The use of mobile phones with internet access is preferred for communication.
The third analysis corresponds to the myth. Coffee is mainly related to positive attributes. However, respondents think that coffee can be harmful to health.
V. CONCLUSION
The analysis of the results shows that the characterization of the coffee myth is involved in the inhabitants of the municipalities analyzed. The signifier (Consumption Habits) is hot, black, sweet (natural) coffee and accompanied by bread or cookies. The meaning (Lifestyle) is the family. Coffee unites work and family environments. People are influenced by communication technologies, social networks and the transformation of culture. The family unit is the myth of coffee for the inhabitants of the municipalities analyzed. This myth is not characterized in the evolutionary stages contemplated in the "waves of coffee." The global trends in coffee preparation and consumption are not relevant in the municipalities studied.
